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Mario Award Criteria 


3 Great visual presence with use of temporary and 
permanent P.O.S. 


HE Creative use of interactive demo displays 
+ Proper layout of Nintendo product lines 


3K Area for licensed Nintendo 
accessory products 


3€ Overall size of the Nintendo 
Merchandising area : 


K Continuity of the 
Nintendo Merchandising 
area 
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Check our new merchandising catalog for 


complete details on the latest and the — 
_ greatest interactive displays, P.O.P. and — 


custom store environments from Nintendo. 


splay Order Processing Steps 
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Display Order Processing Requirements 


Account Responsibilities 
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Forward order to Bonnie Honold. 

Include hard copy P.O. with assigned P.O.# and current 
display order form signed by authorized account buyer. 
Note payment terms. (Subject to RMP funds or 
approved credit.) 

Provide written special handling for freight instructions 
with a complete ship-to address. 

Submit order at least two weeks in advance of required 
in-store date. 

Contact Kelly Harlin or Bonnie Honold for display availability 
or order tracking and status. (Kelly will be on maternity 
leave until 9-4-01.) 


Nintendo Terms & Conditions 


* 


No-charge ground freight. Account pays additional air 
shipment charges, if requested. (Available RMP funds 
may be applied if account-approved.) 

All product launch no-charge P.O.P subject to allocation. 
(Randy Peretzman determines final allocations if orders 
exceed availability. ) 

In-stock displays will ship on time if all the other processing 
requirements have been met. 


7 Lead the industry in the design, use and 
support of built-to-last int 
displays 


3 Create timely, high-qualit 


ae Provide unmatched rough the 
skilled dedication presentatives 


*K Develop cutting-e 
promotional ideas 


Merchantisin 


makes, things 


ostitions 0, Products for maximum impact 
Attracts active Participation O; Prayers 
Promotes Gassing Presence within store environments 


Protects Our Piace against the competition 


Provides Qssianans People in the field & at the home office 


ELECTRONIC PLANOGRAMMING 


We are in a new era with Nintendo products and Nintendo Merchandising is committed to 


partnering with you to sell more products. 


Nintendo's Planogramming capabilities can give you the visual edge you need to maximize the 
space required to promote and sell both existing and new Nintendo products. Meet with your 
Nintendo Sales Representative and find out how you can develop an idea, submit it to Nintendo 
Merchandising and receive photo aa” ow designed for the best visual presence and 


retail profitability. 


Simply fill out a Planogram Request Forni sit submit it with rough sketches to clarify your ideas. 
We will work closely with you to provide Black & White Section qrcings, Floor Plans, Planograms, 


and Color Planograms as requested. 


When designing a department or store layout, we would 
start with a rough sketch showing some of your ideas, 
physical dimensions of the area to be designed, a list of 


fixtures and displays to be included, and specific interactive 


displays to be incorporated into the design. 


Nintendo's team takes this information and formulates a 
plan to get the most from product attraction, traffic flow, 


signs and fixtures, and then presents the plan to you. © 


Once the ideas for floor plans are completed, visual 
representations of the area can be created to give 
you a true feeling of how the new design will look 
to your customers. 


This phase involves definition of specific point of 
purchase signs, graphics, custom fixtures, and other 
visual appeal to help guide the customer. 


ELECTRONIC PLANOGRAMMING 


Once a large scale store layout has been defined, specific product sections are designed to map out product 
location and placement. Products can be generic by product line, or detailed by UPC. Variations on design 
and product listings can be produced to meet your planning and procurement needs prior to in-store 
implementation. 


Planogrammed sections are designed with actual fixture and 
product dimensions using Intactix Prospace® software to ensure 
true fit and visual appeal when physical sections are set up. 


When requesting product section designs, x we require several 
data items to allow us to effectively create your designs: 


* Section Dimensions a a 
- Include overall height, width, sections width, 
and base depth and height. 


¢ Shelving Dimensions 
- Your shelving specifications Ee cluding a 
depth, and thickness. 


* Product Mix (preferred) 
- You may indicate your desired mix of Gamecube, 
Nintendo 64, Game Boy Advance, and — Bow Pee 
product lines in percesiages 


* Product Placement (optional) 3 GAM E BOY apy. : 
- Indicate your desired product line placement 


with respect to traffic flow(i.e. "Nintendo 64 
products first, Game Boy products, and one 


Accessory section"). 


* Specific Products (optional) 
- You may request a specific list of products 
to be placed into your planogram. 


Other information may be required for special or unique 
planogram requests. Please contact your Nintendo Sales 
Representative to initiate your planning needs. 


ONLINE 
— MERCHANDISING 


www.ngl.nintendo.com 
Product & Game Graphics Search 
Check out the two new ¢ Make an entry in at least one of the sections below. The more choices entered, the more narrow the search will be. 


« Click once to select an entry and click again to deselect it. Click on "RESET to clear all your selections and start over. 


features We HAVE AdAE to the _ -wenyoiaerscarobeanyou wach cick one EAR buon bow Cane boone og 
Nintendo Graphics Library! ) 


There are now 
GAME DESCRIPTIONS 
to assist in online content 
development and product 
education. The product 
descriptions are available 
in three sizes: 
-Brief blurbs for use in ad 
vehicles 
-Paragraph length when a 
more completed description onto of ne 
is useful | © haracter name, 
-Full length descriptions 
courtesy of Nintendo Power 


KeywoRDsf SS 
We have also added GAME FOOTAGE to enhance your website, 
manager trainings or product education. 


These elements will be available for every future Nintendo title release. 
Nintendo committed to providing you the materials and content you 
need to help drive your video game business! 
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Nintendo Merchandising Inc. 


Overview 


Mission Statement: The Mission of NMI (NES Merchandising) is to provide outstanding 
product support with an unparalleled level of comprehensive and courteous service. This reaches 
the ultimate goal of increasing product sales. 


e 139 field personnel in 43 states consisting of 4 Regional Managers, 1 Special 
Project/National Trainer, 12 District Supervisors and 122 Retail Representatives. (68% full- 
time and 32% part-time). 


e Serving 6,700 accounts per month (80,400 per year) 
e Serving toy, department, specialty, electronics and discount stores. 


e Major focus: 

education of store personnel regarding Nintendo product and promotions 
maintenance of interactive displays 

merchandising NOA hardware, software, and accessories 

obtaining key locations in the video game area wherever possible 
replace shopworn packaging on NOA product 

special projects 

placement of Point of Purchase materials (P.O.P.) at major retailers 


e Average store call time: Approximately 1.25 hours. 
e Produce monthly Nintendo newsletter for retail associates. 


e Directional information is provided to Retail Representative through handheld computer 
communication, e-mail, mailing and voice mail. Retail Representatives use the handheld 
computer to collect current retail information, including location of our products and 
displays. We also use the handheld computer to monitor store calls and process Retail 
Representatives payroll. 


e All new Retail Representatives attend a 4-2 day corporate training, 4-day field training 
with a 2-week follow-up. Store Reviews are conducted every 90 days to ensure Nintendo 
products are presented in the best possible manner at retail. 


e Retail Representatives attend a mandatory National Meeting once a year to educate and 


motivate them for the upcoming selling season. 


For further information, please contact your Regional Sales Manager. 


05/02/01 


——— 


m Nintendo’s Merchandising field force covers over 
20 different accounts, servicing over 8,000 retail 
outlets 
NMI's field personnel are positioned in major 
metropolitan areas to support Nintendo products 
and displays at retail 
Hach new Retail Representative completes a 5-day 
intensive corporate training course and 4 days 
field training with a District Supervisor 
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NMI Services 


m Key Objectives At Retail 
— Displays 
— Merchandising 


— Product Education 
— P,O.P. 


NM1 services top retail outlets located in major metropolitan areas 


Maintain Displays 


m= Maintain Interactive Displays 
m Update Interactive Displays 

— (Software Demo Update / DVD Player) 
m Install New Display Sets 


Displays are maintained on each visit to ensure proper operation & 
security. Interactive displays and DVD players within the Power 
Preview displays are updated with HOTTEST titles! 
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Merchandise Product 


m Restock all NOA m Planogram 
product maintenance 
m Rotate product m Special projects 
m Refurbish product m Store pictures 
m Price / Highlight m Update Power 
product Magazine 
Racks/brochures 


Retail Representative update the Nintendo area on every store call 
3 


Educate Store Personnel 


m@ Product @ Dealer Returns 
Demonstration @ Brochures 
m Monthly Newsletter gw Videos 


m Release Date 
Information 


Store Associates updated with the latest information provided to Retail 
Representatives on-line. Each visit consists of education on Nintendo's 
Dealer Returns Prograin. 


Page 3 


P.O.P. 


m A variety of point of purchase materials are 
available 

— banners posters 

— boxes (for display only) shelf talkers 

— box towers standees 

— brochures static clings 

— counter cards stickers 

— danglers tent cards 

— floor graphic — vacforms 


Point of Purchase (P.O.P) materials are placed at accounts where 
permitted and is often specific to an account's needs. Retail 
Representatives only place the latest P.O.P. materials....which helps drive 
sales on Nintendo product! 


Informational Services 


m Action Request Form (ARF) 
— Updates on store issues 


— Territory maintenance (new store locations) 


ARF’s are used to communicate important information or other hot 
issues quickly via e-mail to buyers and or NOA Regional Sales Managers. 
Hard copies are sent only when photos are necessary. 
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- Oracle of Seasons 


: = new Zelda ~ same name : 


Zelda games for Game Boy Color! ore items than in the first quest, and 


Zelda: Oracle of Ages and The adventure. At 
Legend of Zelda: Oracle ofSea- 
sons. Each game features a 


“unique s stand-alone quest, but 


= ae. ar 2 ‘ohactioessnee yore = 
— the only word which youcanenterintothesec- 
thing bet- ond game. When your new adventure 
ter than a begins, your character will have the 
5S ou gave him in the first 
game for Came Boy C Color? TWOnew game. Hewill also begin the game with - 


Link, the legendary Hero of Time, is you'll be treated to cool cameos from 
facing two of his most perilous chal- some oF the aes you encoun- 
lenges ever, The Legend of teredinthe first 


ee dle ahs 


the end of your. 
- second adven- > 
ture, you'll face 


= 4 > ience the ultimate a = /, : an additional ae 
venture, you’ll want to play them ee boss © battle | oe 
oth. ee which would not 
<a a =—S—s=stCUifyOUHAd 
S ‘gineeine pegend zie wee = ‘Mot already = 
: released for the original NES in 1987, “competed the ist game. = = 

: the Zelda series has earned a Teputa- 

tion for delivering innovative action-_ The Legend J of Zelda: Oracle of Ages ee 
acked gency mixed with 5 and | Oracle of Seasons give gamers — = 

nd ste a _more of the classic Zelda ac- 
= _..___._ tion which has made the se- 
= —- Hee so ‘popular, = a heap- ee 


Lecend fete : 
Oracle a Ages 


__ lecting clues and items, and 


of Zelda: ae fo 
of Sens Gare Bo 5 Cole ae 
on this excellent reputation and add 
even more mind-bending cee ‘Link’ s atest adventure offers. great 


sters and maddening puzzles. 


Pak vou pay tt first. When - Ane ae 


explore: challenging dun — 
 geons filled with fierce t mon- — 


‘al 5 around eae “overword coe 


elements to the mix. — - gameplay, an 1 engrossing story line and = = 
: Se _ beautifully detailed graphics. Whether ——- 
Each game noe ee an you're a longtime fan of The Legend of = 
ture for Link to conquer, but to get the — Zelda or a newcomer to the series, = 
“most out of either game you'll want to YOu're sure to spend many rewarding 
play them both. Itdoesn’t matterwhich hours helping Link restore ee 
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news and updates 


ANTICIPATION GROWING FOR THE NEW GAME BOY ADVANCE ~ 


Multi-Media Advertising And Promotional Campaigns Poised To 
Help Reinvent World's Best-Selling Video Game System 


REDMOND, Wash. - Life is about 
to advance for video game players 
everywhere — not once, but every 
time they turn on Nintendo’s new 
Game Boy Advance. 


As Americans eagerly await the 
June 11 launch, their already- 
piqued curiosity will be heightened 
to a fever pitch through an exten- 
sive marketing campaign that en- 
courages people to enjoy “Life Ad- 
vanced.” 


The Game Boy franchise is known 
for transforming dull experiences, 
such as travel or waiting in line, into 
hours of fun. With Nintendo’s all- 
new handheld Game Boy Advance, 
the excitement level skyrockets as 
everyday life becomes more thrill- 
ing. The “Life Advanced” campaign 
will communicate to consumers 
that Game Boy Advance is the per- 
fect antidote to boredom. 


“Our aggressive marketing cam- 


Nintendo's Super Mario Advance 
Nintendo's F-Zero®: Maximum Velocity 


Army Men® Advance (2D0) 
ChuChu Rocket!ITM (Sega) 
Dodge Ball Advance (Atlus) 
Fire Pro Wrestling (BAM) 
Fortress (Majesco) 


paign for Game Boy Advance is 
designed to communicate the mes- 
sage that Game Boy Advance 
transforms downtime _ into 
playtime,” says Peter Main, 


Nintendo’s executive vice presi- 
dent, sales and marketing. “There 
is incredible anticipation for this 
system and by the time it launches, 
consumers will be ready to live ‘Ad- 
vanced’ in the place where fantasy 
and reality collide.” 


High HeatTM Major League Baseball® 2002 (D0) 


lridion3-D (Majesco), 


Pitfall: The Mayan Adventure (Majesco) 


Rayman (Ubi Sofft) 


Ready 2 Kumble® Boxing: Round 2 (Midway) 
Tony Hawk Pro Skater (Activision) 

Top Gear GT Championship (Kemco) 
TweetyT™M and the Magic Jewel (Kemco) 


THANKS T 


WE HELD THE LINE 
IN STORES 


JOHN SAKALEY 


CIRCUIT 
9 emmourr erry 
#3 @tarcet #6 Babbages fife 


#4 AK oa7 gag 10 MEIER. dime ik: fe 


NINTENDO OVERVIEW 


PACERS 
SNM Ue Rae 


MAS USS Fee re 
Bstpeeae wae 
258k MAO 
" 8 Tilt TUNER 


Ce 


WAIT UNELRE: 
BE eearene Ore rte 
2 Shue ast eT TINRE 3 RON 
P.O RSE FAINT DEY 
FE DFG DONS CIS 
Fah TE ERE 
AMORA Oe 


et ORR RE REED 


OTR 

Momeni? 

OE BN 
SERET IS RAN 


SAME BOY ADVANCE 


MERCHANDISING 


Counter 
Interactive 


Dual Arm Interactive 


MERCHANDISING 


Vac-Form Icon Vac-Form Hanging 
Display Hot Hits Sign 


Shelf 
Talker 


& saneciee. NINTENDO 
GAMECUBE- WERCHANDISING 


Floor Interactive 


Top Ten End Cap 
Backdrop 


Lowrise 
Interactive 


Vac-Form 
Hanging 
Hot Hits Sign 


Backlit Logo 
Sign 


& NINTENDO 
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ri Standard 
Deluxe a Counter 
Counter a Interactive 
Interactive ( Display 
Display 
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Deluxe Back-Lit Neon Logo Sign 


Logo Sign 


Shelf Talker 
Logo Sign 


High-Rise 20' 
Section with, 
GameCube 
Interactive and 


High-Rise 16' 
Section All 
Product Line 
Display 


Game Boy” 

Advance = 

interactive ee Low-Rise 16' Section 
with GameCube” 
Interactive 


Nintendo Modular Display Systems 


Merchandising Director F- — Merchandising Admin Assitant J é 
Greg Casey |. Cathy Hansen 55 
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For all the stores who sell John, | didn’t know you 


Nintendo could get down like that 
Throw your hands up atme_ Tell me merchandising can 
For all the ways we move our get down like that 

products John, | didn’t know you 
Throw your hands up at me could get down like that 
For all the people who work tej] me merchandising can 

the business get down like that 


‘Throw your hands up at me 


For all the ways we 
merchandise it 
Throw your hands up at me 


The best P 

We got it 
interactively 

We got it 

Here at E3 

We got it 

Cause we depend 


if ya wanted 

Hot hits or standees 
We got it 

Displays or signage 
We got it 


Reps cross the country 


We got it 
We depend on P.O.P. 


Merchandising 


the difference 


THANK YOU 
EVERYONE! 
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